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THREE-STEP BUSINESS CONSULTING
We all want to help our clients be more successful.
The bottom line is that if we can help them be more
successful, we will benefit, too. But much of the
information clients need to run their businesses
today is nonfinancial in nature. So if we are to pro
vide the service needed, we will have to continually
expand our horizons through study and reading.
There are three steps involved: 1) understand
what clients want and need; 2) develop the neces
sary skills; and 3) develop a method to help clients.
Let’s see what is entailed.
Clients are looking for value-added services, in
addition to the services they have traditionally
received. They want access to other people’s knowl
edge and experiences, and want their CPA to raise
issues with them. They want to know what you
think about these issues and, in many cases, to tell
them what they should be thinking about. Clients
also want help in solving their problems and in
making decisions.
Public accounting firms are not immune to the
concept of creating customer value. Today, clients
expect to receive services from professionals who
understand their business and can help it grow and
prosper.
I came to realize that I could provide a valueadded service by becoming a coach to clients and,
also, that I did not need to have all the answers. I
discovered that the best way to really help clients is
to facilitate their own discovery of the answers to
problems. I also learned the value of taking a posi
tion with clients on certain issues.
Clients often want to talk about what their busi
nesses will be like in the future. It is human nature
to drift out of focus, however, and clients tend to
become distracted by other apparent business
opportunities. You have to keep them focused on
the current situation. An example of a position I

have had to take is that diversification usually does
not work.
What clients don’t want is financial surprises. So
consult on a flat-fee basis. Estimate how much time
will be involved, price the service accordingly, and
tell the client what the cost will be before you begin.
As companies grow, problems and solutions to
them tend to become markedly more difficult and
complicated. Jobs become more interrelated, there
are more levels of management, and communica
tion suffers. A frequent cause of problems is that
people who start businesses often don’t know how
to manage other people.
To be a good business advisor, you will need to
help clients understand the evolution of organiza
tional structure. You will need to explain how orga
nizations typically go through various phases of
growth and crises, and how some may remain small
businesses. (See "Developing the Skills Our Clients

What’s Inside . . .
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Need” in the May 1995 Practicing CPA.) You might
also keep in mind that
□ You must spend time with a client to develop a
relationship.
□ All businesses will grow in some manner, if only
due to the effects of inflation.
□ Growth means change.
□ To make change work, there must be a commit
ment to action.
□ Change will require a change agent.
□ You must spend time with the client to main
tain a relationship.
The four areas in a mature (phase III) company
that should be monitored
We use a tool called a report card to help clients
focus on certain aspects of their businesses. The
critical areas are their systems operation, money
and finance, market niche and product, and organi
zation and structure. The report card is a one-page,
monthly account of about fifteen items within these
areas that we and the clients believe should be
tracked closely.
We look at their accounting records and financial
performance reports to see what is working and
what isn’t, and at the types of budget they have. We
might suggest setting some goals or talking to the
controller about cash management and collection
policies. Sometimes, we talk to clients about their
marketing and sales, and about production and
operations.
We ask clients if they understand or use the infor
mation their controller or accounting department
gives them. Most clients say they neither under
stand nor use the information. We then point out
that the production of lengthy reports is a waste of
resources and that summary reporting would be
more helpful to them.
Sometimes, these discussions reveal other ways
we can help clients. For example, we might ask if
they know why they lost customers. On several
occasions where the client was uncomfortable
about following up with lost customers or did not

have the time or technique, we have had our mar
keting director call the lost customers to find out
why they were unhappy.
Perhaps we have to understand more about our
clients’ situations and what is going on in society
today. Have you ever thought of talking to clients
about how any number of things cannot be done the
traditional way anymore? Have you ever discussed
how people seem to be looking for value more than
they used to, or about increasing competition, and
how they, your clients, will cope? This is where your
own experience in dealing with competition as a
CPA can be helpful. You need to address issues such
as these and help clients with them.
Do you talk about profit margins, for example? A
lot of clients are making less money on the products
they sell today. Do they realize why that is and what
they can do about it? Do clients realize how con
sumer use of the Internet might affect them?
Can you help them with business strategies?
Many times at the start of a new engagement, I ask
clients to tell me about their plans and so forth. I try
to demonstrate how our firm can, perhaps, offer
some unexpected help in this area. These discus
sions don’t always lead to more business. That is not
the purpose. The goal is to build relationships and
help the clients.
I ask clients if they understand the evolution of
organizational structure and which phase they
think their business is in. This is important because
management and business practices differ accord
ing to a company’s size and maturity level.
Some businesses remain permanently small.
These are typically businesses started by a highly
skilled technician whose management skills don’t
match his or her operating skills. The focus is
almost entirely internal, and growth is not an objec
tive. These businesses are dependent on their
founders, owners, and operators. Continuity is a
problem.
Phase I companies are those where the owners
have decided to build an organization. The founders
are still running the company. They are not strong
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managers, however. There is minimal consistency
in management systems, and management reacts
mostly to customers’ rather than to employees’
needs.
There are bound to be problems. Sometimes if
there were more than one founder, it may not be
clear who is in charge. There may be conflict
between the owners. Current employees are not
motivated as the original employees were.
Accounting controls are poor, and there are work
ing capital shortages. The main problem, however,
is lack of business planning.
What often happens is that the owner thinks
diversification will solve the problems and loses
focus. What most small businesses face at this point
is a phase I management crisis.
This is the point at which many businesses fail.
The owner might think about shrinking the compa
ny to its original small size, so as not to put up with
the trouble. We tell clients that these problems and
crises are going to occur as their organizations grow
and that we would like to help them work through
this critical juncture.
I usually spend about three hours going through

this presentation with clients to make sure they
understand what is happening. I tell them that we
can help them avoid some of the problems and that
once they are beyond this point they will recognize it.
A phase II company has solved its phase I prob
lems. There has been agreement on a leader, and
reasonable attention is being paid to activities such
as marketing, accounting, and data processing. The
business has been able to continue growing.
But delegation has become a problem for the
leader, and access to him or her has become diffi
cult. If we look at our own experiences, as our firms
went through these growth phases, we can tell
clients what the problems are going to be. We can
explain that some of the decisions they made in
phase I concerning data processing, expansion, use
of people, and so on, were, basically, short-term
fixes that got them, maybe, halfway through phase
II. They are going to face some management and
systems problems again.
A phase III company is a professionally managed
firm. By now it is financially stable and seems set on
trouble-free growth. The company will run into
(continued on page 8)

PCPS Advocacy Activities

ing status of her husband?
□ If an employee is required by his employer to
move to a different area of the country, can the
loss on the sale of his principal residence be
deducted as a business loss?
Other questions have concerned bankruptcy,
compensation, corporate (both C and S), estate and
gift, international, partnership, retirement, and tax
accounting.
TIPS may be accessed by dialing (900) 555-TIPS.
You can also reach TIPS via a Master Card or Visa
Card telephone number, (201) 938-3883. TIPS
hours of operation are Monday through Friday
from 9:00 a.m. to 7:30 p.m. (E.S.T.), and costs $2
per minute ($3 per minute from January 1 to April
15). TIPS has extended the operating hours during
busy season to 7:30 p.m., and may add Saturday
hours, based on demand.
PCPS has long advocated this service, and PCPS
members are encouraged to call Dave Handrich,
(800) CPA-FIRM for information. To obtain general
information about TIPS, call (201) 938-3888. □

Tax information phone service
is open for business
January, this year, marked the opening to tax sec
tion and private companies practice section (PCPS)
members of a fee-based tax information phone ser
vice (TIPS) in a pilot program.
TIPS provides two types of service:
□ General assistance is provided by AICPA staff
using a variety of technical tax resources to
help practitioners with everyday tax issues
and problems.
□ Specialized assistance with complex situations
and with queries requiring a professional opin
ion is provided through a referral network of
PCPS and tax section members.
The TIPS group has responded to questions cov
ering a broad spectrum of tax issues, so far, this tax
season. The largest category is in the individual
area, with particular emphasis on divorce, filing sta
tus, and sales of a principal residence, and includes
questions such as the following:
□ Are payments not made pursuant to a divorce
decree or separation agreement deductible as
Strong Banker Interest in Public Files
During February, this year, approximately 236
alimony?
banks and financial institutions called the AICPA
□
A husband and wife live apart for the entire
division for CPA firms’ toll-free number to request
year. The wife maintains a residence that is
information from the public files. Typically, institu
the principal place of abode of a dependent
tions ask
→
child. What is her filing status? What is the fil
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□ If a firm is a member of a practice monitoring
program.
□ For the date of the firm's last peer review.
□ When the next peer review is due.
□ How many partners, professionals, and total
staff there are in the firm.
□ When the member firm was admitted to the
practice monitoring program.
Most banks are researching the auditors of their
customers’ financial statements when considering
loans. Callers are advised that annual reports and
peer review documents of firms that are members of
PCPS or SECPS are available at no charge from the
public files. □

TIC Alert
Effective dates for three GASB pension-related
pronouncements approaching
The requirements of GASB statement no. 25,
Financial Reporting for Defined Benefit Pension
Plans and Note Disclosures for Defined Contribution
Plans, and GASB statement no. 26, Financial
Reporting for Postemployment Healthcare Plans
Administered by Defined Pension Benefit Plans, are
effective for periods beginning after June 15, 1996.
GASB statement no. 27, Accounting for Pensions by
State and Local Governmental Employers, is effective
for periods beginning after June 15, 1997.
Because the implementation of statement no. 25
requires actuarial involvement, and statement no.
27 requires a retroactive assessment of the net pen
sion obligation, TIC recommends practitioners
review these pronouncements with their govern
mental entity clients before June 15 to ensure a
smooth transition. □

TIC to Participate in FASB Financial
Reporting Roundtable
Is the current financial reporting model obsolete?
Does it provide the type of information needed by
today’s decision makers? Is looking back the best
way to plan for a radically different tomorrow? A
group of financial professionals representing a
broad spectrum of Financial Accounting Standards
Board (FASB) constituents will discuss these ques
tions and more at a special roundtable to be held on
April 25. Robert Dale, who chairs the PCPS techni
cal issues committee (TIC), is among those invited
to participate. TIC has also been asked to provide
CPAs from industry to present the small(er) busi
ness perspective.
The information received at the roundtable will
augment expected responses to FASB’s new invita
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tion to comment (ITC). The ITC solicits views on the
recommendations made by the AICPA special com
mittee on financial reporting in its December 1994
report, Improving Business Reporting—A Customer
Focus, and the November 1993 position paper of the
Association for Investment Management and
Research (AIMR), Financial Reporting in the 1990s
and Beyond.
The ITC is more than an academic exercise. From
it will come a new approach to financial reporting
that will meet both U.S. and international informa
tion needs. TIC urges you to respond to any or all of
the nine issues in the ITC to help shape the frame
work for future reporting.
One copy of the ITC (product no. ITC 15), which
includes excerpts from the AICPA and AIMR reports,
is available from the FASB order department, 401
Merritt 7, P.O. Box 5116, Norwalk, Connecticut
06856-5116, tel. (203) 847-0700, ext. 555. □

PCPS Toll-Free Numbers
PCPS member firms can obtain prompt help at the
Institute by using PCPS’s toll-free telephone and
FAX numbers.
Barbara Vigilante and Dave Handrich will assist
PCPS members with questions on CPE, peer review
status, discrimination, and other matters, and will
address queries about PCPS member products and
services.
If you are a PCPS member firm and need help,
you can contact Barbara or Dave via telephone
(800) CPA-FIRM and FAX (800) FAX-1112. □

Exposure Draft on Ethics
Interpretations and Rulings Issued
An exposure draft, Omnibus Proposal of
Professional Ethics Division Interpretations and
Rulings, that was issued on February 28, 1996,
would add to and revise existing interpretations
and rulings contained in the AICPA Code of
Professional Conduct dealing with the performance
of extended audit services, financial interest in cer
tain organizations, removing files or workpapers
from a firm without permission, and operating a
separate business that receives commissions or
contingent fees.
Comments should be received by April 28, 1996.
Members who are not on the standing order list
may obtain one free copy of the exposure draft,
product no. 800098 (cost for each additional copy:
$6 for members, $6.75 for nonmembers), via writ
ten instructions (mail or FAX) to the AICPA order
department. Mention operator PC. □
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Your Voice in Washington

Conference Calendar
Bill to revise Single Audit Act introduced in
Congress
Legislation supported by the AICPA to revise the
Single Audit Act of 1984 was recently introduced in
the Senate. The Single Audit Act establishes audit
requirements for state and local governments
receiving federal financial assistance. The proposed
revisions in S. 1579 would
□ Extend the Act’s jurisdiction to not-for-profit
organizations.
□ Raise the dollar threshold for single audit cov
erage to $300,000 from $100,000.
□ Implement a risk-based approach to selecting
major federal programs to be audited, rather
than the current dollar-based criteria.
□ Reduce to nine months from thirteen months
the audit report due date.
Notwithstanding its support of the legislation, the
AICPA has expressed some concerns about lan
guage in the bill that suggests regulators have the
right of photocopy access to auditors’ working
papers. The Institute is seeking clarification from
Congress. Hearings on the legislation have not yet
been scheduled, and such a bill has not been intro
duced in the House.

House Ways and Means kicks off new round of
tax reform hearings; public comments welcome
The House Ways and Means Committee has begun a
new round of hearings on the possibility of replacing
the federal income tax system. The first hearings, on
March 20 and 27, focused on problems in the current
system that have given rise to calls for reform and a
review of the potential economic considerations of
replacing the current system with various alternatives.
Comments on either topic are welcome and
should be submitted by May 1 to Philip D. Mosely,
Chief of Staff, Committee on Ways and Means, U.S.
House of Representatives, 1102 Longworth House
Office Building, Washington, D.C. 20516. (Six
copies of the comments should be submitted. They
must include the commenter’s name and address,
be typed single space on legal-size paper, and may
not exceed ten pages.)
Financial status audits model
engagement letter available
The March issue of The CPA Letter contained infor
mation about the IRS’s “financial status” auditing
techniques and the AICPA’s efforts to have them
narrowed. A final version of the guidance and a
model engagement letter are available by dialing the
AICPA’s FAX hotline, (201) 938-3787, following the
voice cues and selecting document no. 965. □

Information Technology Conference
April 24—Disney’s Contemporary Resort,
Orlando, FL
Recommended CPE credit: 9 hours

Tax Strategies for the High Income Individual
May 2-3—MGM Grand, Las Vegas, NV
May 30-31—Charleston Place, Charleston, SC
Recommended CPE credit: up to 23 hours

Employee Benefit Plans Conference
May 15-17—Omni Inner Harbor, Baltimore, MD
Recommended CPE credit: 24 hours
The CPA and the Older Client
May 16-17—Royal Sonesta, New Orleans, LA
Recommended CPE credit: 16 hours
Micro96: Computer and Technology Conference
May 19-22—Stouffer Renaissance Harborplace,
Baltimore, MD
Recommended CPE credit: 24 hours

Spring Tax Division Meeting
June 3-5—JW Marriott, Washington, DC
Recommended CPE credit: 8 hours

Strategies for Achieving Work/Life Balance in
the Workplace
June 7—Marina Beach Marriott, Marina Del
Rey, CA
Recommended CPE credit: to be determined

Preparing the Tax Professional for the 21st Century
June 7-8—Crowne Plaza, Seattle, WA
Recommended CPE credit: 12 hours
Practitioners’ Symposium
June 8-12—Bally’s Las Vegas, Las Vegas, NV
Recommended CPE credit: up to 40 hours
Not-for-Profit Industry Conference
June 17-18—Grand Hyatt, Washington, DC
Recommended CPE credit: 16 hours

Investment Planning Conference
June 20-21—Stouffer Renaissance Orlando
Resort, Orlando, FL
Recommended CPE credit: 15 hours

National Accounting and Auditing Advanced
Technical Symposium
June 27-28—Sheraton Society Hill, Philadelphia,
PA
July 25-26—Sheraton Seattle, Seattle, WA
Recommended CPE credit: 14 hours
National Divorce Conference
June 27-28—Grand Hyatt, San Francisco, CA
Recommended CPE credit: up to 22 hours

To register or for more information, contact
AICPA Conference Registration, tel. (800) 8624272, menu no.3, submenu no. 1.
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Providing Services to Older Clients

on home sale, and breaks on property taxes.

Between 1974 and 1994, the percentage of people
aged 65 and over increased from 10.3 percent to 12.7
percent of the total U.S. population. By the year
2000, this age group will be about 20 percent of the
population and will comprise 40-45 million people.
As the U.S. population ages and society changes,
this will increasingly affect our clients’ needs and
concerns. A brief look at some of the facts concern
ing older people, today, is probably helpful if we are
to provide the types of services this growing seg
ment of the population requires.
Elder care is an issue. Since the turn of the centu
ry, the number of adults between the ages of 18 and
64 for each person over 65 has dropped from 13.5 to
4.8. According to the American Association of
Retired Persons, the average length of home care for
a severely dependent person over 70 is five to six
years. Each year, 3 million older Americans receive
some sort of long-term care assistance at home or in
the home of a family member.
Nevertheless, all old people are not sick or infirm.
Only 5 percent of people over 65 are receiving insti
tutional care, only 10 percent show significant
memory loss, only 20 percent feel they have a debil
itating health problem, and the average age at
admission to nursing homes is 80.
And older people can still be productive. Statistics
show that older employees have better judgment
than younger ones, have fewer avoidable absences,
fewer on-the-job accidents, and lower turnover.
In the past two decades, the divorce rate among
the elderly has increased three times as fast as the
rate of growth of that segment of the population.
Eighty percent of those who divorce, remarry, and
half of the second marriages end in divorce. The
number of Americans who have married three or
more times increased 56 percent between 1980 and
1990 to 3.6 million.
According to Toy Trade News, the ratio of grand
children under 10 years old per grandparent was 2.4
to 1 in 1950, 1.2 to 1 in 1990, and will probably be 1
to 1 in the year 2000.
There are some impressive financial statistics.
People over 50 years old own 77 percent of all finan
cial assets and an estimated $700 billion in home
equities. They own 80 percent of all deposits in sav
ings institutions and account for 40 percent of all
consumer demand.
In addition, people over 65 have (on average)
more discretionary income than any other age
group. They pay a smaller percentage of income in
taxes because of exclusion of part of Social
Security benefits and some pensions from taxable
income, higher standard deduction, gain exclusion

How to reach this market
A great way to become known to this audience is to
write articles for the publications of local retirement
communities and senior citizens groups. There are
now more publications geared to the mature reader
than ever before. Topics of interest include travel,
health, finance, dining, entertainment, and profiles
of people in the same age group.
For marketing purposes, try stratifying the older
client, as follows:
Ages 50 to 64 (middle adulthood)
□ Children grown and educated.
□ Mortgage paid, or nearly so.
□ Income peaking.
□ Forty-one percent still working.
This age group is concerned about health issues,
the financial and leisure aspects of retirement, and
the care of aging parents.
Ages 65 to 79 (late adulthood)
□ Still active and independent.
□ Using substantially more health care services.
□ Beginning to rely on family and friends for
assistance with the tasks of daily living.
□ Seeing increasing numbers of friends and
relatives die.
□ Ten percent still working.
This age group is concerned about estate plan
ning, cost of long-term care, retirement, and lifecare housing.
Age 80 and over (old age)
□ Two-thirds are women.
□ Fewer than 2 percent still working.
□ Losing physical abilities.
This age group is concerned about financial man
agement and day-to-day maintenance activities
(cooking, cleaning, shopping, and driving).
We need to consider the psychology of older peo
ple when marketing and delivering services to this
group.
Studies show, for example, that consumers over
the age of 50 tend to show a higher concern for
quality over cost than consumers from younger age
groups. Also, older clients have most of the things
they need. They are generally more concerned about
enjoyment than acquisition and believe they are
entitled to a certain amount of self-indulgence.
Older clients are concerned about their comfort,
personal safety, and financial security, and access is
often as important to them as the actual product
they purchase.
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Ways to deal with older clients’ anxiety
Always meet with older clients in a comfortable
environment. Make sure your office is accessible,

7
comfortable, and attractive, that it is secure, and
that there are convenient and safe parking facilities.
Visit clients in their homes if this is preferable.
Take the time to explain services and products in
detail. Don't fall into jargon or use overly technical
terms. Follow up each meeting with a letter explain
ing concepts discussed and establish a system to
remind older clients of action to be taken. Offer to
accompany them to meetings with their other pro
fessional advisors and/or to review recommenda
tions they receive.
Older clients seek security through products and
services which directly protect them or which sim
ply make them feel more secure. Some examples of
this can be seen in the growth of HMOs, sales of
“panic buttons,” and other monitoring devices.
And keep in mind that older clients may not be
comfortable with new technologies or concepts, and
will be more conservative in tax and financial plan
ning matters. New or aggressive ideas will need to
be explained carefully and may still be rejected.

How to build this practice area
Our firm began developing this area by surveying
current clients regarding our conducting estate
planning reviews for them and their parents. We
sent letters to clients asking them to send us their
wills and other documents so that we could offer
recommendations.
We network extensively with other professionals,
such as attorneys, insurance representatives, trust
officers, bankers, brokers, and financial planners,
and give presentations to target groups, particularly
corporate pre-retirement counseling groups. We
also write articles for targeted publications, such as
those previously mentioned. They are always look
ing for material.
Counsel your business clients to ride this wave.
Sellers of products and services for children should
consider marketing to grandparents, for example.
According to some statistics, grandparents now
account for 25 percent of all the money spent on
toys in the U.S.
Steer business clients toward home delivery and
packaged services to capitalize on the trend, and
alert them to the increasing demand for home care
assistance and life-care facilities, and transportation
and entertainment services from this growing seg
ment of the population. Keep in mind that the “baby
boom” generation (those born in 1946 to 1964)
includes 76 million people. The oldest “boomer” is
50, this year. □

—by W. Britt Smith, CPA, Smith & Just, P.S., 401
Second Avenue South, No. 301, Seattle, Washington
98104, tel. (206) 624-8075, FAX (206) 624-1353

Areas Where We Need
To Be Informed
Dealing with social security
□ What will your client’s benefit be?
□ How can the client maximize the benefit
(adjustments in income near retirement,
when to apply for benefits)?
□ How do you know 1) when someone is
retired? 2) when someone is disabled? and 3)
which wife receives the widow’s benefit?
Dealing with Medicare and Medicaid
□ What are the rules regarding intentional
impoverishment?
□ When are home equities a problem in apply
ing for Medicare and Medicaid?
□ Where is specialized help available?
What do you know about
□ Obtaining long-term care insurance (what it
costs and what the age and health restrictions
are)?
□ Long-term disability insurance?
□ Medi-gap insurance?
□ Reverse mortgages?
□ Pre-death life insurance payouts?
□ Non-qualified retirement planning?
We need to think about
□ Succession planning. (Financial and tax
sense may be rendered impractical by family
politics.)
□ Estate planning. (This involves total family
tax and estate planning, and working with or
through the younger generation.)
□ The tax implications of unconventional living
arrangements, such as house sharing, care
credits, common law marriage, ante-nuptial
contracts, and separate property agreements.
□ Living trusts. (Do they do what you think they
do? Do you know the grantor trust rules?)
□ Charitable remainder trusts.
□ Gifts of future interests.
□ Family limited partnerships and limited lia
bility companies.
□ Trade-offs between long-term capital gains
taxes and estate taxes.
□ Tax savings through discounts for partial
interests and avoidance of future appreciation.
□ Excludable gifts. (For example, the older gen
eration is being called upon to subsidize
grandchildren’s education.)
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many of the same problems as before, however,
and, in addition, will be hampered by inadequate
planning. You have to learn how to equate these
problems if you are to help the client.
Understanding people is key. You can talk about
how different types of people are needed in an orga
nization as it grows and requires individuals with
different talents and responsibilities. You can dis
cuss employee support systems, how to obtain per
formance feedback, and help devise a fair compen
sation system. You can talk about your client’s role
as CEO and leader, and assist in developing the
company’s mission statement.
How can you prepare yourself for three-step busi
ness consulting? First of all, I recommend you read
the following books: Leadership Is an Art, by Max
Depree; The Lightning of Empowerment, by William
Byham; The 7 Habits of Highly Effective People, by
Stephen Covey; The Effective Executive, by Peter
Drucker; and The E Myth, by Michael E. Gerber. I
give clients these books and find it helps build rap
port with them.
Larry Greiner’s article, "Evolution and Revolution

as Organizations Grow,” that was published in the
July/August 1972 issue of the Harvard Business
Review, has influenced the way I work with clients,
and you might also consider Joel Barker’s video
tape, "The Business of Paradigms.” I have used this
tape time and again in my presentations with
clients.
Then, use your practice experiences as an exam
ple. How do you make business decisions, bring in
partners, and so on? If you can relate to clients, you
will become a better business advisor. Clients need
help making decisions and want efficient, timely
service with no surprises on their bills. Make them
feel they are dealing with an expert.
Learn to use flipcharts so clients can actually see
what you mean, and use different colored markers
to highlight important information. Learn to listen
and learn to take positions. Give away books and
articles and remember to keep an open mind. There
is a great opportunity out there for helping your
clients. □
—by Jerrell. A. Atkinson, CPA, Atkinson & Co.,
Ltd., P.O. Box 25246, 707 Broadway N.E.,
Albuquerque, New Mexico 87125, tel. (505) 8436492, FAX (505) 843-6817
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